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A proposal for Community Health Centers of Lane County

Verve Northwest Communication 

May 23, 2006

[Introduction]

Community Health Center of Lane County (CHCLC) has an opportunity to raise the level of community awareness about its services and in the process attract new patients and corporate sponsors and donors. 

CHCLC wants to reach three core groups of potential patients: Oregon Health Plan children and families and those with special needs; private pay insurance patients and senior citizens on Medicare. For each of these groups, CHCLC clinics need to be seen as an attractive alternative to a primary care provider. The key campaign messages should focus on the “culture of caring” and counteract the stereotypical image of a “free clinic,” by emphasizing the patient’s ability to establish and maintain a relationship with a practitioner. 

We recommend a simple research program to better understand the potential patient audiences and to test campaign ideas. An informal questionnaire given during registration and available in the waiting rooms of each clinic will determine basic information to use as a benchmark and to monitor progress throughout the campaign. A focus group of patients would be a good opportunity to learn more about the data from the questionnaire and test campaign ideas. A focus group of women who are private pay insurance patients would provide valuable information. Women tend to be decision makers about healthcare in their families and the private pay insurance patient is an audience that represents a significant opportunity for outreach.

The fourth audience is potential corporate sponsors. In order for CHCLC to continue to expand capacity to meet the demand of patients, private funding is necessary to complement the federal funds that help pay for care. Corporate sponsors who are concerned with being good corporate citizens and participating in solving our areas health care crisis should be targeted for donations and/or sponsorships. CHCLC and Verve will work together to determine appropriate recognition vehicles for potential sponsors/donors. 

We’ve made a set of recommendations on the pages that follow for reaching each of the four target audiences. In the first appendix, you’ll find a ballpark budget and a recommended approach (financially) for this campaign. 

[Goal]

For the Community of Health Centers of Lane County clinics to be seen by target audiences as their preferred primary health care provider. 

[Target Audiences]

· Oregon Health Plan Children and Families and those with Special Needs: By the very nature of the Oregon Health Plan, those served by this statewide social service benefit will represent a population below the federal poverty level. In Lane County, nearly 37,000 people are eligible and more than 77% of those are registered for OHP. Often an organization can connect with these families through a gateway service like the free and reduced lunch program at public schools. 

· Private Pay Insurance Clients: Insured women/children, Spanish-speaking women, low-wage employers. Individuals and families with private pay insurance are somewhat challenging to reach because they represent a niche clientele. It may include an atypical private practice patient; someone without a relationship with a physician or a clinic due to high co-pay or deductible or maybe due to a recent move. However, there may be individuals with private pay insurance who cannot afford their co-pay or deductible and even if they’ve had a relationship with a practitioner in the past, may not feel like they can afford to seek primary care. 

· Senior citizens: referrals through groups who have closed practices to Medicare patients. Senior citizens who receive Medicare benefits are an important audience. Many local physician practices will no longer accept new patients on Medicare and CHCLC can reach them through direct referrals from those practices. CHCLC can also reach seniors through regional social networks such as senior centers, senior living communities or programs like OASIS. 

· Potential corporate sponsors: We are fortunate to live in a generous community. However, the awareness among potential sponsors and donors of CHCLC’s need for financial support is very low. Through targeting business groups, associations, civic and fraternal clubs and top private employers directly with presentations and material, CHCLC will be able to increase awareness about its programs and services as well as increase funding from private sources. 

[OHP Children and Families and Special Needs Patients]

Objective 1: To increase awareness among OHP children and families and special needs patients so they choose CHC clinics for their primary care. To increase from 29% to 38%.

Strategy: Families who are covered by the Oregon Health Plan need to be reached by a variety of methods, including mass media, interpersonal outreach and marketing communication collateral pieces. The overall messaging for this audience will focus on the culture of caring and the dignity and respect that being a patient at a CHCLC clinic includes.

Tactics: 

· Brochure: A general all-purpose brochure will be a cost-effective way for CHCLC to communicate what it’s about with a variety of audiences. As discussed, we recommend inserts for specific audience information needs. It’s important to emphasize the culture of caring at the CHCLC and the 

· Recommended inserts for OHP children and families: 

· What to expect as a patient

· Primary care options at community health centers

· Family health care options

· Why choose a community health center 

· Poster: To be distributed through schools, churches, clinics, Success by Six, public health, libraries, Latino-owned businesses, businesses that serve patient zip codes.

· Outreach to (and through) local nonprofits serving this target audience would result in an increased number of referrals and an opportunity for CHCLC to distribute information to the agencies’ clients. Some organizations have newsletters or regular meeting times that CHCLC could participate in. Coordination of a cooperative event, such as health screening/wellness event, or assistance submitting OHP paperwork would also provide a direct opportunity for interpersonal outreach.  

· CentroLatinoAmericano

· Healthy Start

· ShelterCare

· United Way

· Catholic Community Services

· FOOD for Lane County

· Planned Parenthood

· Looking Glass

· Options Counseling

· Relief Nursery

· Heeran Center

· LaneCare

· Laurel Hill Center

· O.U.R. Federal Credit Union
· Community Development Associations 

This tactic would involve distribution of brochures and posters, but also interpersonal communication. CHCLC could give presentations to the BODs of the nonprofits to communicate the mission, programs and services of the health centers. 

Material needed: marketing collateral for distribution, PowerPoint presentation

· Community events: We recommend interpersonal outreach at three key community events occurring in Eugene/Springfield this summer. CHCLC should offer info (brochures, wallet/pocket card), but will need a “draw” to get passersby interested.

An interactive element such as a quiz game/trivia wheel utilizing facts about health care access in Lane County, along with free health screens, and inexpensive promotional items would attract attention, as well as raise awareness.

While listed under OHP Families and Children, this tactic would reach across target audiences to raise awareness and support.  

· Eugene Celebration: September 8 – 10 ($55, deadline: July 26)

· Springfield Filbert Festival: August 4 - 6 ($75, deadline: August 1)

· Fiesta Latina: mid-September

Material needed: Booth, marketing collateral material, banner/backdrop, interactive component (wheel, trivia), promotional items.

· Pocket Card: The pocket care would fit in a wallet and incorporate a component such as tracking of vital statistics or other health-related information along with contact info and hours of operation for each of CHCLC’s clinics.  

· Web site: We do have some concerns about access, but feel that the benefits of providing patient-related information online far outweighs potential Internet access issues. A well-designed, easily navigable site will go a long way to encouraging loyalty, referrals and building relationships with patients. If possible, we recommend an interactive component – a weblog/online journal that could focus on health and wellness topics, posted by staff at the clinics. The posts could be written by the marketing/PR team, and approved by the doctor/nurse practitioner on the byline, minimizing any staff time required. 

· Media Relations: We recommend regularly (monthly) pitching news and feature stories to local media outlets. This tactic is relevant to all audiences. The OHP audience will likely consume the least media (with television likely being a source of news). In addition to the press release, there are other media tools that can also help: 

· Tip Sheet: 6 to 8 story ideas partially developed with photo/video opportunity. Would focus on health stories (XYZ Awareness Month), human interest, seasonal (“stay safe this summer: 10 tips from CHC”) 

· Op-Ed: Opinion-Editorial or Guest Editorials would focus on a particular issue of importance in health care. For example, writing about CHC’s perspective on a piece of health legislation. Or providing a local perspective on a national trend. 
· Public Service Announcements: We recommend working with a student group at the University of Oregon to produce professional-quality PSAs for radio and television. 
· PSAs can be run during any television show – prime placement for a significantly reduced rate, or free placement (in non-prime viewing hours) 

· The PSAs should focus on potential patients – OHP and private pay insurance, specifically. 

[Private Pay Insurance Patients]

Objective 2: To increase awareness among private pay insurance clients so they choose CHC clinics for their primary care. To increase commercial/private insurance from 8% to 15%. 

Strategies: The private pay insurance clients can be reached through a variety of strategies and tactics including, media relations, interpersonal outreach and marketing collateral material. It may also be important to reach this audience through their employers.

Tactics: 

· Brochure: A general all-purpose brochure will be a cost-effective way for CHCLC to communicate what it’s about with a variety of audiences. As discussed, we recommend inserts for specific audience information needs. 

· Recommended inserts for private pay insurance patients: 

· What to expect as a patient

· primary care options at community health centers

· family health care options

· why choose a community health center 

· Poster: In addition to the locations listed for the OHP patients, we feel it’s important for CHCLC to work with local low-wage employers to help them offer their employees an alternate to high co-pays and deductibles. A poster could be hung in the breakroom/lunch room of local businesses.

· Pocket Card: The pocket care would fit in a wallet and incorporate a component such as tracking of vital statistics or other health-related information along with contact info and hours of operation for each of CHCLC’s clinics. 

· Employers: Working with employers to help them understand how CHCLC can benefit their employees is important. With the high cost of proving benefits, many employers wish they could do more for their employees, and this is a way to do that. 

· Presentations to human resource associations

· One-on-one meetings with a handful of identified low-wage employers. This could potentially be time consuming, but we recommend identifying 4 – 6 businesses as a “pilot” to determine if these employers are receptive to working with CHCLC to distribute information. 

Materials needed: marketing communication collateral, presentation materials

· Community events: We recommend interpersonal outreach at three key community events occurring in Eugene/Springfield this summer. CHCLC should offer info (brochures, wallet/pocket card), but will need a “draw” to get passersby interested.

An interactive element such as a quiz game/trivia wheel utilizing facts about health care access in Lane County, along with free health screens, and inexpensive promotional items would attract attention, as well as raise awareness.

As mentioned before, this tactic would reach across target audiences to raise awareness and support.  

· Eugene Celebration: September 8 – 10 ($55, deadline: July 26)

· Springfield Filbert Festival: August 4 - 6 ($75, deadline: August 1)

· Fiesta Latina: mid-September

Material needed: Booth, marketing collateral material, banner/backdrop, interactive component (wheel, trivia), promotional items.

· Web site: We do have some concerns about access, but feel that the benefits of providing patient-related information online far outweighs potential Internet access issues. A well-designed, easily navigable site will go a long way to encouraging loyalty, referrals and building relationships with patients. If possible, we recommend an interactive component – a weblog/online journal that could focus on health and wellness topics, posted by staff at the clinics. The posts could be written by the marketing/PR team, and approved by the doctor/nurse practitioner on the byline, minimizing any staff time required. 

· Media Relations: We recommend regularly (monthly) pitching news and feature stories to local media outlets. This tactic is relevant to all audiences. The OHP audience will likely consume the least media (with television likely being a source of news). In addition to the press release, there are other media tools that can also help: 

· Tip Sheet: 6 to 8 story ideas partially developed with photo/video opportunity. Would focus on health stories (XYZ Awareness Month), human interest, seasonal (“stay safe this summer: 10 tips from CHC”) 

· Op-Ed: Opinion-Editorial or Guest Editorials would focus on a particular issue of importance in health care. For example, writing about CHC’s perspective on a piece of health legislation. Or providing a local perspective on a national trend. 
· Public Service Announcements: We recommend working with a student group at the University of Oregon to produce professional-quality PSAs for radio and television. 
· PSAs can be run during any television show – prime placement for a significantly reduced rate, or free placement (in non-prime viewing hours) 

· The PSAs should focus on potential patients – OHP and private pay insurance, specifically. 

[Senior Citizens]
Objective 3: To increase awareness among senior citizens who are Medicare recipients so they choose CHC clinics for their primary care. To increase senior/Medicare patients from 8% to 15%. 

Tactics: 

· Brochure: A general all-purpose brochure will be a cost-effective way for CHCLC to communicate what it’s about with a variety of audiences. As discussed, we recommend inserts for specific audience information needs. 

· Recommended inserts for senior/Medicare patients: 

· What to expect as a patient

· primary care options at community health centers

· family health care options

· why choose a community health center 

· Medicare and your community health center 

· Poster: To be distributed through schools, churches, clinics, senior centers, senior living and assisted living housing

· Pocket Card: The pocket care would fit in a wallet and incorporate a component such as tracking of vital statistics or other health-related information along with contact info and hours of operation for each of CHCLC’s clinics. 

· Nonprofits and community groups: in addition to relevant groups from objective 1, we recommend out reach to the following senior-focused organizations. 

· Senior and Disabled Services

· Campbell Senior Center 

· Senior Companion Program of Lane County

· Senior Meals Program

· Media Relations: We recommend regularly (monthly) pitching news and feature stories to local media outlets. This tactic is relevant to all audiences. The OHP audience will likely consume the least media (with television likely being a source of news). In addition to the press release, there are other media tools that can also help: 

· Tip Sheet: 6 to 8 story ideas partially developed with photo/video opportunity. Would focus on health stories (XYZ Awareness Month), human interest, seasonal (“stay safe this summer: 10 tips from CHC”) 

· Op-Ed: Opinion-Editorial or Guest Editorials would focus on a particular issue of importance in health care. For example, writing about CHC’s perspective on a piece of health legislation. Or providing a local perspective on a national trend. 
[Potential Corporate Sponsors/Donors]

Objective 4: To increase awareness among local businesses so as to encourage financial support of CHCLC programs and services. To raise $50,000 for the RiverStone Annex.

Tactics: 

· Sponsorship materials: Well-crafted materials will help CHCLC get its message out about the need for private funding for its six clinics. It’s important to seek a few key targets and customize your “pitch” to them based on what you know about their interests and corporate citizenship. 

· Introduction Letter

· Sponsorship Opportunities: Determine attractive in-kind advertising or recognition opportunities. Because the corporations will be targeted, you can create recognition opportunities specifically for the particular business. 

· Presentations: presentations to civic, fraternal and business groups are a great opportunity to raise awareness about CHCLC programs with a key demographic. Some specific organizations and categories of organizations that would be good targets for a presentation: 

· Rotary Clubs: 10 rotary clubs in Eugene/Springfield area 

· Lions Clubs: 6 – 8 clubs in Eugene/Springfield area 

· Kiwanis Clubs: 3 – 5 clubs in Eugene/Springfield area

Rotary, Lions and Kiwanis all look for guest speakers at their weekly meetings. Speakers come from a wide range of business, industry and nonprofits. 


· City Club of Eugene: City Club of Eugene is a well-attended, well-regarded club in Eugene that focuses on community issues. The meetings are also rebroadcast on KLCC (89.7FM) on Monday evenings. 

· Chambers of Commerce: Eugene and Springfield Chambers of Commerce have opportunities to present at various times. We can work with the Chambers to determine a good fit for CHCLC. 

Materials Needed: Marketing communication collateral, PowerPoint presentation. 
· Web site: A well-designed, easily navigable site will go a long way to building relationships with this key audience. If possible, we recommend an interactive component – a weblog/online journal that could focus on health and wellness topics, posted by staff at the clinics. The posts could be written by the marketing/PR team, and approved by the doctor/nurse practitioner on the byline, minimizing any staff time required. 
· Email Newsletter: By building an address list from contacts from the CHCLC Board of Directors and clinic staff, we can create a channel for regular outreach. Simple format with stories that demonstrate the messages of sponsor material in human-terms (feature stories, etc.) 

· Media Relations: Regular media relations activities – pitching news and feature stories to local media outlets will result in an overall increase in the level of awareness in the community, which will assist the fundraising efforts. 

· Story ideas specifically for this audience might include the need for private funding and why. 

· Public Service Announcements: While the message of the PSAs will focus on the “action” of encouraging potential patients to choose CHC clinics, they will serve to raise the overall community awareness. 

